The purpose of this paper is to evaluate the significance of innovation driven online entrepreneurship as well as the impact of innovation on brand trust, customer satisfaction and brand loyalty in the extent of service innovations. Global online entrepreneurship was explored on a theoretical basis and correlation as well as regression analyses were used in order to evaluate the impact of the innovations of Google on brand trust, customer satisfaction and brand loyalty. Furthermore, correlation and regression analyses were used in order to find out the relationship between brand loyalty and brand trust as well as the relationship between brand loyalty and customer relationship in the extent of service industry. The results show a direct and positive relationship between innovation and brand loyalty, a direct and positive relationship between innovation and brand trust and a direct and positive relationship between innovation and customer satisfaction. Furthermore, according to the research findings brand trust and customer satisfaction have a direct and positive relationship with brand loyalty. This research is limited to Google users, since it is the most popular search engine worldwide. In this article the impact of innovation on brand trust, customer satisfaction and brand loyalty was evaluated. For future research, the impact of innovation on other variables of brand loyalty can be studied. The findings of this study inform the readers about the impact of brand trust, customer satisfaction and brand loyalty on innovation in the extent of service innovations driven by global online entrepreneurship.
smartphone users have an Amazon application. Today, 70.000 books are available on Amazon's match program in various areas of interest. Enabling the users to buy and sell in nearly every country on earth, Ebay on the other hand has more than 120 million users globally (Smith, 2014) .
When compared with the owners of ventures that are not fully dedicated to electronic commerce, distinctive innovative behaviors appear to characterize the emerging group of internet entrepreneurs. Although they are not different from other enterprises, the internet entrepreneurs operate in a universe of transforming change. As pioneers of the new networked society, they are both defining and learning new ways of doing business (Morino, 1999) .
Researchers divide the innovation generation phase into five stages: Idea generation, project definition, problemsolving, design and development, and marketing or commercialization (Gopalakrishnan and Damanpour, 1997) . Carrier, Raymond and Eltaif (2004) state that, idea generation amongst internet entrepreneurs is different from the traditional idea generation of other enterprises. Internet entrepreneurs are more likely to search the market for opportunities, rather than creating a new product or service and then test its market feasibility. Furthermore, internet entrepreneurs initially search the market or analyze the need and generate ideas or solutions in response.
In addition Kickul and Gundry (2002) describe internet firms that emphasize information and rapid response to change as probably the best positioned enterprises for recognizing and identifying new opportunities.
As a result of globalization, the demands of the customers are moving towards innovation; and because of the global competition, more and more customers are opting to adopt or choose new products. Therefore, new technologies are trying to be developed to draw the attention of the customers, and create customer satisfaction and brand loyalty as the advancement in technology enables the companies to respond to the needs and demands of the customers better (Schickler, 1994) .
According to Hausman (1995) , who researches customer satisfaction and innovation, innovation has an important role in customer happiness and customer satisfaction, since the firm takes innovative actions according to the complaints received from the customer.
Furthermore, according to the research carried by Naveed, Akhtar, Cheema (2013) , there is an important connection between innovation, customer satisfaction and brand loyalty. When a firm produces an innovative product, the satisfaction of the customers and their brand loyalty increases.
Brand trust and customer satisfaction are among the important variables of brand loyalty. According to Upamannyu, Gulati and Mathur (2014) , and Turker and Turker (2013) brand trust has a significant positive impact on
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Emerging Markets Journal | P a g e |91 brand loyalty. Furthermore a variety of studies state that higher levels of customer satisfaction lead to greater customer loyalty (Anderson and Sullivan, 1993; Bearden and Teel, 1983; Bolton and Drew, 1991; Ghafoor et al. 2012) . Several studies in the literature study the impact of innovation on customer satisfaction including Hussain, Munir, and Siddiqui (2002) , Naveed, Akhtar, Cheema (2013), and Hausman (1995) . According to all these studies, innovation has a direct and positive relationship with customer satisfaction and brand loyalty. However, this article will focus on the relationship between brand trust, customer satisfaction, brand loyalty and innovation in the extent of service innovations. In this article, the impact of innovation on the variables of brand trust, brand loyalty and customer satisfaction will be questioned within service innovation industry carrying a research on Google's innovative developments offered to the users.
Literature Review

Global Online Entrepreneurship
Morgan- Thomas and Reubar (2013, p.4) , who have enlarged the international entrepreneurship definition of McDougall and Oviatt (2000, p.903) , and adapted it to the online entrepreneurship field, define global online entrepreneurship (GOE) as "a combination of innovative, proactive and risk-seeking technologies to cross national boundaries and create value in organizations." The term GOE both refers to internationalizing companies that are internet based at birth as well as the e-business activities of existing international businesses. The e-business new ventures are new type of entrepreneur firms that owe their existence in the (ICT) field to the GOEs.
International entrepreneurship extends the impact of the roles and actions of entrepreneurs beyond their domestic frontiers and into the international markets and environments over time. As a result, the international entrepreneurs both have an impact on their own enterprise and the environment (Aldrich and Martinez, 2003) .
Globalization of markets and technological advances in ICT are among the two environmental reasons for the early adoption of born globals (Knight and Cavusgil, 2004) . Furthermore, the ICT technologies decrease the costs and risks for born globals to internationalize. However, the key factor for their widespread emergence and success is their internal environment. Generally, in spite of their constrained resources and inexperience, born-global companies, develop their competitive advantage from a combination of sources and theories including research and development, membership in the network (network theory), flexible responsiveness to the environment, and the learning organization theory (Jaw and Chang, 2006) .
Among the important features of the antecedents of the GOEs are entrepreneurial orientation, risk taking, the identification of opportunities, market orientation, networks and social capital (Colton, Roth, and Bearden 2010; Houghton & Winklhofer 2004; Mostafa, Wheeler and Jones 2006) . In addition, the importance of open innovation and consumer relationships has recently been recognized (Bell and Loane, 2010) .
Service Innovation
According to the Oslo Manual, which is internationally been recognized regarding the definition of innovation: "An innovation is the implementation of a new or significantly improved product (good or service), or process, a new marketing method, or a new organizational method in business practices, workplace organization or external relations (OECD and Eurostat, 2005, p.46) ."
As a driver of growth and structural change across the whole economy, service innovation enables the economy to become more productive and provides fuel for innovation in other industries. As it is in the Google case, service innovation even has the potential to create new growth poles and lead markets that have a macro-economic impact.
By transforming the way we live, do business and interact with each other, service innovation can bring about structural and economic change in our societies (European Union, 2012) . On the other hand, the customers and the changes in customer needs are of critical importance within this innovation chain since the customers are an important driver of innovation, a major influence in the innovation process within companies and the most important factor determining whether a product or service is accepted in the market (Business Decisions Limited, 2003) .
Through service innovation, new or significantly improved service concepts are introduced into the market. These service concepts of service companies or manufacturing companies comprise service infrastructure, customer processing, business models, commercialization (sales, marketing, delivery), service productivity and hybrid forms of innovation serving several user groups in different ways simultaneously (European Union, 2012) .
Regarded as positive developments by the customers, through service innovation, the customers develop of a positive perception towards the company (Karaca, 2009).
Brand Loyalty
Oliver defines brand loyalty as "A deeply held commitment to re-buy or repatronize a preferred product or service consistently in the future, causing repetitive same brand or same brand-set purchasing, despite situational influences or marketing efforts" (Oliver, 1999, p.34) . Information about the brand plays a key role in the product choice of the customers. When the consumers perceive distinctive features in a brand and get impressed, their brand loyalty towards this brand increases. The basic feature of a brand is the fact that it creates a loyal consumer (Uztug, 2003) . 
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Customers with brand loyalty are a group consumers who are loyal to the brand, who think that the rival products or services do not satisfy them like the chosen brand and who constantly purchase the brand. This consumer group is the target audience, which brings the highest income to the firms and should definitely need to be preserved and even get widened. Upon brand building step, customer satisfaction has a key role in creating brand loyalty. If the consumers do not get pleased with the product, then their brand loyalty does not develop and they begin to look for new alternatives. For these reasons, the concept of brand loyalty is evaluated within the concept of brand equity (Aaker, 1991) .
Brand loyalty is one of the basic factors that constitute the brand equity and it develops through the consumers trust towards the brand. The most important feature of a strong brand is that it has a loyal mass of consumers.
While acquiring new customers is a hard and expensive process, holding on to existing customers is a relatively easy and inexpensive one. High brand loyalty means a high market share and steady revenue that is acquired through repetitive purchases. What is more, a brand with a high brand loyalty can constitute an obstacle for products that are new to the market and can prevent the increase in competition. Since loyal customers are less price sensitive, the firms can work with higher profit shares.
Today, all firms have the aim of creating a loyal customer portfolio. Every year, the thousands of new products that enter the market cause an increase in product costs and change costs and this creates a positive situation for the customers to hold on to the brands they know and trust. This evaluation is based on the inclination of the decrease in risk taking and conservatism. However, in such dynamic and unsteady market conditions, the question of how will the brand be able to turn this conservative attitude into its own advantage or how will it be able to direct the customers to itself prevails (Aydin, 2009 ).
Brand Trust
Brand loyalty, which develops through a brand's continuation in realizing its responsibilities, refers to the good intentions of a firm and to the fact that the firm will act in consideration of the customers' interests. (Doney and Cannon, 1997) . According to Delgado (2003, p.11) , brand trust is defined as the "Feeling of security held by the consumer in his/her interaction with the brand, that it is based on the perceptions that the brand is reliable and responsible for the interests and welfare of the consumer." Brand trust has two dimensions. Reliability, which has a technical or competencebased nature, is the first dimension of brand trust that comprises the ability and willingness of the firm to keep promises and satisfy the needs of the consumers. In relation to the interests and welfare of the consumers', the second dimension involves the attribution of good intentions to the brand. For instance, when unexpected problems with the product arise, the customers can still have good intentions regarding the brand if they hold brand trust Doney and Cannon, 1997) . Brand trust comprises concepts like product quality, meeting the needs of the consumers', support, consistency and honesty. The in depth relationship between the firm and the customer increases the customers' potential of sharing their private and secret information with the brand. Later on, this information can be used in the development of products and services which the firms had not initially thought of producing or financing (Bozkurt, 2003) . Brand trust enables the brands to build strong consumer relationships (Fournier, 1998; Urban, Sultan, and Qualls, 2000) , and has a positive impact on brand loyalty (Lau and Lee, 1999) .
Customer Satisfaction
Customer satisfaction is the way a person feels after comparing a product's perceived performance according to his or her expectations (Kotler and Armstrong, 1996) . The concept of customer satisfaction extends beyond meeting the needs and expectations of customers. Customer satisfaction emerges with the evaluation of a product or service in terms of variables like quality and performance. According to this, customer satisfaction or dissatisfaction develops through a comparison of customers' expectations and perception. At the point where the advantages provided by the purchased product or service and the customer expectations meet, customer satisfaction emerges (Turk, 2005) . In influencing customers' decisions in order for them to buy new products or services, three factors stand out as the most important: Awareness of new products and their benefits, quality and price compared to alternatives, as well as customer satisfaction among those who have tried the products or services (Business Decisions Limited, 2003) . Critical to any product or service company, customer satisfaction is a strong predictor of customer retention, customer loyalty and product repurchase. According to research, a single unsatisfied customer can spoil five satisfied customers (Sreenivasulu and Rajasekhar, 2014) .
Hypothesis
On the basis of literature review and considering the critical role innovation plays in service industry in ICT sector as well as the impact of brand trust and consumer satisfaction on brand loyalty, five hypothesis were developed. 
Research Methodology
In order to conduct this study, quantitative methods were used. Research data were collected through a questionnaire and research was conducted on university students. People falling in the age group of 18 to 34 years were chosen for the study, since that is considered as the most information and communication technology oriented group. The research is limited to Google users, since Google is the most popular search engine globally. The research was conducted in T.C. Beykent University and Yildiz Technical University (YTU). The reason for the selection of these universities is to receive a sampling of students from different socioeconomic backgrounds, because T.C. Beykent University is a private university with public entities and YTU is a state university, and also because both universities highly support information communication technology applications. A total of 395 questionnaires were received showing a response rate of % 87.7. The demographics of the respondents are shown in Table  1 . . These innovative services that are actively used by participants also provide a basis for brand loyalty.
The research questionnaire was designed on 5 point Likert rating scale. 5=strongly agree, 4=agree, 3=neutral, 2=disagree, 1=strongly disagree. These questions were based on brand trust, brand loyalty, customer satisfaction and innovation. A new scale on brand trust was developed using the scales of Simsek and Noyan (2009), Caceres and Paparoidamis (2007) as a reference. Also, other new scales were developed on brand loyalty, customer satisfaction and innovation. The scale on brand loyalty was developed using the scale of Simsek and Noyan (2009) , making an adaptation to the search engine field. The scale on customer satisfaction was developed adapting the scale of Lin and Wang (2006) to the search engine field. Finally, the scale on innovation was developed according to the Oslo Manual (OECD and Eurostat, 2005) . The items in the scales were 18 in number.
The data were analyzed by the help of SPSS software. While comparing the quantitative data, the difference between two groups was tested using t-tests. Furthermore, correlation and regression techniques were used to analyze the received data. The correlation analysis showed the relationship between the variable innovation and the variables of brand trust, brand loyalty and customer satisfaction brand loyalty while regression analysis showed the strength of relationship between these variables. Innovation is treated as an independent variable; brand trust and customer satisfaction as moderating variables while brand loyalty as dependent variable. The research findings were evaluated in between %95 confidence interval and %5 meaningfulness level.
The reliability and validity of the scales were checked. The results show that, the scales are highly reliable.
The reliability of the brand trust scale was found as α=0.880. At the end of the KMO and Barlett analysis for the brand trust scale, it was configured that KMO value is 0.869 and Barlett value is smaller than 0.05 and that the factor analysis could be applied. After the factor analysis, one factor was formed with a total variance of % 67.98.
The reliability of the customer satisfaction scale was found as α=0.904. After the KMO and Barlett analysis for the customer satisfaction scale, it was configured that KMO value is 0.751 and Barlett value is smaller than 0.05 and that the factor analysis could be applied. After the factor analysis, one factor was formed with a total variance of % 83.96.
The reliability of the brand loyalty scale was found as α=0.882. After the KMO and Barlett analysis for the customer satisfaction scale, it was configured that KMO value is 0.833 and Barlett value is smaller than 0.05 and that the factor analysis could be applied. After the factor analysis, one factor was formed with a total variance of % 74.24.
Finally, the reliability of the innovation scale was found as α=0.884. After the KMO and Barlett analysis that were conducted for innovation scale, it was configured that KMO value is 0.884 and Barlett value is smaller than 0.05 and that the factor analysis could be applied. After the factor analysis, one factor was formed with a total variance of % 63.61.
The conducted analyses showed that the scales were all valid.
Research Findings
In this section, the research findings on innovation, brand trust, customer satisfaction and brand loyalty levels are described. According to the research findings, the students who have participated in the research have a high level of brand trust (3.613 ± 0.829); a high level of customer satisfaction (3.945 ± 0.778); a high level of brand loyalty (4.048 ± 0.818) and a high level of innovation (3.788 ± 0.735). 
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The relationship between brand loyalty and brand trust is also statistically meaningful (r=0.666; p=0.000<0.05). According to this result, as brand trust increases, brand loyalty also increases.
According to the research findings, the relationship between brand loyalty and customer satisfaction is statistically meaningful (r=0.754; p=0.000<0.05). According to this result, as customer satisfaction increases, brand loyalty also increases.
The relationship between innovation and brand trust is also statistically meaningful (r=0.687; p=0.000<0.05). According to this result, as innovation increases, brand trust increases.
When the relationship between innovation and customer satisfaction was examined, the relationship was found as statistically meaningful (r=0.719; p=0.00<0.05). According to this finding, as innovation increases, customer satisfaction also increases.
Finally, according to the correlation analysis that was carried out, the relationship between innovation and brand loyalty was found as meaningful (r=0.749; p=0.000<0.05). According to this finding, as innovation increases, brand loyalty also increases. The regression analysis that was made to figure the relationship between brand trust and brand loyalty was found as statistically meaningful (F=312.532; p=0.000<0.05). The explaining power of brand trust is very strong (R 2 =0.442).
According to this result, brand trust increases the level of brand loyalty (ß=0.657). Therefore, H4 hypothesis is confirmed. The regression analysis carried out in order to figure the relationship between customer satisfaction and brand loyalty was also found as statistically meaningful (F=518.251; p=0.000<0.05). As the determinant of brand loyalty level, the explaining power of customer satisfaction is found as very strong R 2 =0.568). According to this result, customer satisfaction increases the brand loyalty level (ß=0,793), which confirms the H5 hypothesis. According to Table 7 , the regression analysis that was conducted in order to find the relationship between innovation and brand trust was figured as statistically meaningful (F=351.567; p=0.000<0.05). The relationship of brand trust with innovation variable, in other words, its explaining power is figured as very strong (R 2 =0.471). According to this finding, the innovation level increases the level of the brand trust of the users (ß=0.775). So, the H1 hypothesis is confirmed. The regression analysis that was conducted in order to find the relationship between innovation and customer satisfaction was also found as statistically meaningful (F=420.643; p=0.000<0.05). The explanatory power of the relationship between innovation and customer satisfaction is figured as very strong since R 2 =0.516. The increase in the innovation will also increase the customer satisfaction level (ß=0.762). So the H2 hypothesis is confirmed. The result of the regression analysis also showed that the relationship between innovation and brand loyalty is meaningful (F=502.238; p=0.000<0.05). The R 2 value equaled 0.560, which shows that the explaining power of the variables is very high. According to this finding, the innovation level increases the brand loyalty level (ß=0.834). So, the H3 hypothesis is also confirmed. According to the above figure, the beta value is describing that, if innovation changes one unit, the brand trust will change 0.775 percent, the customer satisfaction will change 0.762 percent and the brand loyalty will change 0.834 percent. Also according to the above figure, beta value in between brand trust and brand loyalty is 0.657, which means that if brand trust increases one unit, then brand loyalty will increase 0.657 percent. Furthermore, if customer satisfaction changes one unit, then brand loyalty will increase 0.793 percent. According to this result, all five hypothesises are confirmed.
Conclusion
In this research, global online entrepreneurship concept is evaluated in terms of its relativity to innovation through literature review and through a conducted survey, it is confirmed that innovation has a positive impact on brand trust, customer satisfaction and brand loyalty within the context of service innovations. According to the results of this survey, it is observed that a global online entrepreneur like Google, which embraces innovation as a positioning strategy, also increases the brand trust, customer satisfaction and brand loyalty of the users through its innovations in the information communication technology field. Considering the research conducted, a very limited number of researches exist regarding the impact of innovation on brand trust, customer satisfaction and brand loyalty. New research need to be done on the impact of innovation on brand trust, customer satisfaction, brand image, perceived quality and customer expectations.
